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Obesity in Colorado 

Adult obesity rate: 20%  
– 58% overweight or obese   
– US Rank: #1   

Childhood obesity rate: 14% 
– 25% overweight or obese 
– US Rank: #23 

$1.6 billion in obesity-related medical costs 
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Statewide nonprofit committed to preventing and reducing 
obesity by promoting healthy eating and active living 

Policy efforts aimed at 
environmental, societal change 

State, national and local policies 
LWC communities coalition 
approach 

Social change efforts aimed at 
motivating individual change 

Reducing Obesity 

Community 
Initiatives 

Policy 
Change 

Individual 
Change 
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CAMPAIGN RESEARCH APPROACH 
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Qualitative Research Findings 

Prepared by HealthCare Research, Inc. 

People do not have an accurate picture of obesity. 
 "I think of body odor in-between the fat rolls when I think of obese." 
  
"I'm thinking really, really big. Like on the Biggest Loser." 
 



Quantitative Research 
People recognize obesity is a problem 
– 81% agree that obesity is a problem in Colorado 
– 75% say it is important to increase the public’s awareness 

of health issues surrounding obesity among all Colorado 
residents 

– 81% say it is important to increase the public’s awareness 
of health issues surrounding childhood obesity  

– 85% say it is important to them to make more of an effort 
to be healthy 

– 63% rate their health as “Very Good” or “Excellent” 
• 48% of those who say they are OVERWEIGHT rate their health as “Very 

Good” or “Excellent” 
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Yes 75% No 25% 

Eat Enough Fruits and 
Vegetables? 

Yes 53% No 47% Yes 64% No 36% You? 

Your Friends? 

Your Children? 

Yes 35% No 57% 

Don't Know 
8% 

Yes 32% No 46% Don't Know 
22% 

Yes 55% No 45% 

Get Enough Exercise and 
Physical Activity? 

How do we reconcile “obesity is a problem in Colorado” while seeing 
ourselves as being fairly healthy? 

IT’S THOSE OTHER PEOPLE! 



The Difficulty of Recognizing Obesity 
The average score for correctly identifying five 
people as underweight, ideal weight, overweight, 
or obese was 51%. 
– 70% correctly identified the overweight female (5’ 2”, 150 pounds)  
– 43% correctly identified the obese male (5’ 10”, 225 pounds) 
– 24% correctly identified the obese child (10 years old, 4’ 6”, 110 

pounds) 
• 27% correct for parents with a 9-12 year old child at home 
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We Need an AWAKENING 
What we learned through 
both the qualitative and 
quantitative research is 
that: • People in Colorado are aware of the obesity 

problem 
• Most are concerned about the problem 
• Most recognize the health risks that go with 

obesity 
• Most feel they know about things they can do to 

eat better and be more active 

We need to change extreme perspectives of 
obesity, make it personal, challenge norms 



THE “AWAKENING” CAMPAIGN 
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Goals:  
• Change perceptions of obesity 
• Make obesity more personal 
 



Awakening Messaging--TV Spots 
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Website 
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Social Media 
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Outreach, Events, 
Media Relations 
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CAMPAIGN RESULTS 
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22% 

44% 

2010 2011 

Yes, I have heard of LiveWell Colorado 
Awareness of LiveWell Colorado 

18 
Q Prior to this call, had you ever heard of LiveWell Colorado? 

X 2 

LiveWell 
Awareness 

Moms Moms with Kids <13 Region Income 

All Moms With  
Kids < 9 Caucasian Latino Front Range South, East, 

West <$20K $20-35K $35-50K $50-100K $100K+ 

2011 Sample Size 323 206 121 114 887 653 185 174 154 284 192 

2010 25% 28% 30% 20% 22% 24% 17% 19% 21% 27% 22% 

2011 49% 53% 60% 39% 44% 47% 30% 36% 44% 55% 50% 

∆ +24 +25 +30 +19 +22 +23 +13 +17 +23 +28 +28 



Increased Ability to Recognize Obesity 
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%  
Correct Answer 

Overweight Female 
(BMI =27.4) 

Obese Female 
(BMI = 31.1) 

Overweight Male 
(BMI = 27.3) 

Obese Male 
(BMI = 32.3) 

Obese Child 
(95th Percentile) 

2010 71% 63% 56% 43% 25% 

2011 64% 70% 60% 54% 29% 

∆ -7 +7 +4 +11 +4 

110 lbs 

5’ 2” 
5’ 10” 

4’ 6”  

190 lbs 225 lbs 150 lbs 170 lbs 

Q I’m going to describe several different types of people to you and would like to know if you think the person I am describing is underweight, at their 
ideal weight, overweight, or obese. 



Impact of the Campaign – Awakening  

20 Q Did seeing or hearing this message from LiveWell Colorado surprise you at all about w hat overweight and obese people look like? 
Q Did you think more about w anting to improve your health after seeing this message from LiveWell Colorado? 

“The advertising surprised me 
about what overweight and 

obese people look like” 
35% 

“The LiveWell Colorado 
campaign changed the image I 
had of the obesity problem in 

Colorado” 

48% 

“I thought about improving 
my health after seeing the 

advertising” 
51% 

28% 18% 
“Seeing the advertising 

made me wonder what my 
weight status is” 

“I found out what my weight 
status is after seeing the 

advertising” 



28% 36% 

41% 32% 

69% 68% 

2010 2011 

Likelihood to make small changes Extremely Likely Very Likely 

Willingness to Make Small Changes 

21 Q When w e think about making changes to our nutrition and activity, some things are easier to do than others.  Within the next month, how  likely do you think you w ill be to make 
small changes, or continue making small changes, to your daily routine such as taking the stairs instead of an elevator or escalator, parking a little farther aw ay in a parking lot, 
or choosing healthier foods instead of those that have more processed sugar and fat?   



Next Steps 
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??? 

Awareness 
of the 
Issue 

Personal 
Connection/ 
Awakening 

Reassessment/ 
Contemplation 

Small Steps 
Commitment 



 

Thank you! 
TracyBoyle@LiveWellColorado.org 
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